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ABSTRAKSI 
Penelitian ini bertujuan untuk mengetahui pengaruh atribut produk, 
kualitas produk, brand image, dan brand awareness terhadap keputusan pembelian 
mobil Honda Brio di Kabupaten Kudus. Populasi pada  penelitian ini adalah 
pemilik dan pengguna mobil Honda Brio di Kabupaten Kudus. Metode 
pengambilan sampel pada penelitian ini menggunakan accidental sampling. 
Sampel pada penelitian ini sebanyak 385 responden. Teknik analisa data pada 
penelitian ini menggunakan analisis regresi berganda disertai uji t (parsial) dan uji 
F (berganda) dengan proses perhitungan menggunakan aplikasi SPSS versi 24,0. 
Hasil penelitian ini berdasarkan pengujian secara parsial menunjukkan 
bahwa variabel atribut produk, kualitas produk, brand image, dan brand 
awareness berpengaruh terhadap keputusan pembelian. Pengujian secara berganda 
menunjukkan hasil bahwa variabel atribut produk, kualitas produk, brand image, 
dan brand awareness bersama-sama mempunyai pengaruh yang signifikan 
terhadap keputusan pembelian mobil Honda Brio di Kabupaten Kudus, yang 
didasarkan pada nilai Fhitung sebesar 1982,525> Ftabel sebesar 2,39543 dengan 
memiliki nilai signifikan 0,000. Pengaruh variabel atribut produk, kualitas produk, 
brand image, dan brand awareness berepengaruh terhadap keputusan pembelian 
memberikan kontribusi sebesar 64,2%, sedangkan sisanya 35,8% dipengaruhi 
oleh variabel diluar penelitian. 
 










THE EFFECT OF PRODUCT ATTRIBUTES, PRODUCT QUALITY, BRAND 
IMAGE , AND BRAND AWARENESS ON THE DECISION OF PURCHASE 




Supervisor:  1. Dra. Hj. Panca Winahyuningsih, MM 
2. Dian Wismar'ein, SE, MM 
 
MURIA KUDUS UNIVERSITY 
FACULTY OF ECONOMICS AND BUSINESS MANAGEMENT STUDY 
PROGRAMS  
ABSTRACT 
This study aims to determine the effect of product attributes, product 
quality, brand image, and brand awareness on the decision to purchase a Honda 
Brio in Kudus Regency. The population in this study are the owners and users of 
Honda Brio cars in Kudus Regency. The sampling method in this study 
uses accidental sampling . The sample in this study were 385 respondents. Data 
analysis techniques in this study used multiple regression analysis accompanied 
by t test (partial) and F test (multiple) with the calculation process using the SPSS 
application version 24.0. 
The results of this study are based on partial testing showing that product 
attributes,product quality, brand image , and brand awareness variables influence 
purchasing decisions. Multiple tests show the results that the product attribute, 
product quality, brand image , and brand awareness variables together have a 
significant influence on the decision to purchase a Honda Brio car in Kudus 
Regency, based on the  F calculated  value of 1982.525 > F table of 2,39543 with a 
significant value of 0,000. The influence of product attribute variables, product 
quality, brand image , and brand awareness has an influence on purchasing 
decisions contributing 64.2%, while the remaining 35.8% is influenced by 
variables outside the study. 
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